Abstract -As the world changes, financial sector changes with it, and alternative finance emerge. Crowdfunding is part of this evolution and its use is becoming more widespread day by day. As more entrepreneurs and organizations seek crowdfunding to fund their ventures, and to solve the most important obstacle to achieve a successful crowdfunding campaign, which is not the information available about how to create a successful campaign, but rather its dispersion, it becomes of uttermost importance to create a framework to help them to succeed raising finance. It is, therefore, the main goal of this paper, to provide a valuable guide to help entrepreneurs in the hard task of raising finance through crowdfunding, mainly those using equity and reward crowdfunding. To accomplish the purposed goal, it is important to understand the underlying motivations of those investing in crowdfunding, in order to offer them what they seek and what motivates them. It is also essential to identify which kind of crowdfunding fits better the entrepreneur's goals and which one increases the likelihood of achieving them. Finally, is crucial to understand the specific success factors for a successful crowdfunding campaign. One of the main findings of this work, is that the motivations for investors in equity and reward crowdfunding are similar. This is very important, since it solves the problem of the scarcity of data for the equity model. With similar motivations it is possible to apply the data available for reward crowdfunding to equity crowdfunding, since both campaign can be design to answer the same needs and motivations.
I. INTRODUCTION
"The industrial revolution in the new century is, in essence, a scientific and technological revolution, and breaking through the cutting edge is a shortcut to the building of an economic giant." [1] New technologies are changing the world in several different ways. They have helped the world, among other things, discovering new planets, developing new services, creating new products, challenging all the boundaries, bending rules we thought unbendable and changing the world in a completely different shape. This is such an undeniable truth that even Kim Jong-un, the leader of the most closed economy in the world, acknowledges that. One of the areas that was influenced by a recent technological revolution was crowdfunding. Pooling resources to fund a specific venture exists for centuries but the technological evolution took it to the next level, where crowdfunding is democratizing the access to funding worldwide [2] . With the proliferation of crowdfunding platforms and fundraising campaigns, the information available on the subject increased. With the development of the theme the problem, just like in other industries, is no longer the inexistence of information, but rather its dispersion. It is exactly this problem of dispersion of information that this paper addresses. Several authors discussed the lack of connection between practice and scientific theory and the main contribution that this work intends to give to the community is to make existing scientific and practical knowledge more easily available for those who seek to raise finance through equity and reward crowdfunding, through the creation of a valuable guide with the necessary elements and characteristics of a successful campaign. Furthermore, this paper can be helpful for the crowdfunding industry and its stakeholders, primarily related to the underlying motivations of investors, since it helps to understand better that the motivations of those investing in reward crowdfunding and equity crowdfunding are similar. The similarity of the motivations means that most of the data for a successful reward crowdfunding campaign can be applied to an equity crowdfunding campaign, since campaigns for both types answer the same needs and motivations. Additionally, this work also gives some insight on the factors that are preventing people from investing in crowdfunding. To achieve those goals, secondary data were collected from literature and crowdfunding platforms. A primary research was conducted to test whether the underlying motivations for those investing in reward crowdfunding and equity crowdfunding are similar, also to collect the most important factors stopping potential investors from using crowdfunding.
II. RELATION TO EXISTING THEORIES AND WORK
To fulfil the main purpose of this paper the collection of information had to begin in the few scientific works available on the subject. Given that the topic is recent, the first relevant works in the area are only ten years old and, in the particular case of equity crowdfunding, even more recent [3] . The data collection process had to include the crowdfunding platforms, which have more information on the subject than any other source. It was decided not to gather information from entrepreneurs who have already been successful with a crowdfunding campaign mainly for two reasons. Firstly, the information that could be collected from them is already available in the platforms they used to raise finance. Secondly, the factors of success can vary greatly, depending on the specificities of each campaign, and those individual results could jeopardize the conclusions, that should be general and applicable to the largest amount of campaigns possible.
A. Crowdfunding
As the industry matures and crowdfunding becomes more widely adopted, new forms of crowdfunding will appear and the current ones will develop in different ways. Therefore, it is better and wiser to understand and recognize the definition of crowdfunding as an object in constant evolution, depending on technology and adoption, rather than a complete and stable definition. Having that in mind, it is needed to find a definition, not broad enough to be too general, but not too narrow to be easily obsolete. In very broad and simplistic terms, crowdfunding can be defined as the financing of a project, not by professionals, but by a group of individuals [4] . Despite being very easy to understand, this definition is too wide and incomplete. One of the first and most widely accepted definitions of crowdfunding defines it as an open call through the internet, where financial resources are provided to support a specific initiative. Those resources can be given as a donation, in exchange for the future product or some other form of reward [4] . Ethan Mollick [5] , who argued that the former definition didn't address, neither the goal of the crowdfunding initiative, nor the goal of the investors, suggested an alternative definition for crowdfunding. He defined it as an effort to fund a venture, with relatively small amounts from a large number of people, without standard financial intermediaries, initiated by entrepreneurial individuals or groups. These groups can vary on its nature, they can be cultural, social or non-profit. Knowing the limitations already mentioned to create a concise definition of crowdfunding, it is not easy to choose the perfect one to use through this work. Nevertheless, crowdfunding can accurately be defined as an online participative open call activity in which the crowdsourcer -an individual or an organization -acquire financial resources, to fund a specific initiative, from the crowdfunders -a group of individuals -usually in exchange for a specific reward. The author of the crowdfunding campaign can be addressed as entrepreneur, crowdfounder or crowdsourcer, those terms are interchangeably used. The same applies to the terms referring to those investing in crowdfunding campaigns, which can be named as funders, crowdfunders or backers. Some authors [6] [7] [5] [8] and several international institutions [9] [10] have published some studies dividing crowdfunding in four different models:
1) Pre ordering or reward based crowdfunding
Allows consumers to pre order a certain reward, such as the product not yet released, with special price conditions or special features, in exchange for an amount of money that contributes to the development of the project.
2) Profit sharing or equity crowdfunding
It is a method of financing that allows entrepreneurs to offer shares, equity or some kind of future profits, to a group of investors in exchange for money.
3) Peer to peer lending, lending crowdfunding or debt crowdfunding
It is a kind of crowdfunding that happens when the crowd receives an interest for giving an amount of money as a loan expecting, in the end, to receive the capital invested plus the correspondent interest.
4) Patronage, donation or charity crowdfunding
In this type of crowdfunding the investors act as philanthropists and do not expect any material return from their investment. Nevertheless, they can receive mental rewards such as the warm glow resulting from supporting a non-profit cause [11] .
B. Motivations of investors to invest in Crowdfunding
Participants in crowdsourcing projects, such as crowdfunding, have either intrinsic or extrinsic motivations. Intrinsic motivations refer to the pleasure of undertaking a task, such as the feeling of belonging to a strict group. Extrinsic motivations call for an external reward, such as future profits or a product [12] .
1) Financial return or access to an exclusive product
One of the main reasons why investors use crowdfunding is the material return they can have from the investment. In the case of reward based crowdfunding, the return comes as an exclusive product, or a tangible reward of interest to the supporter. This reward does not have to be tangible, it can be a simple acknowledgement [13] . In equity crowdfunding, the investor expects a financial return.
2) Community based benefits
Investments in crowdfunding can be divided in passive investment, when investors invest their money, without involvement in the decision-making process, or active investment, when they are allowed to take part in some decisions [7] [4] [7] . Moreover, rewards and control are used as substitutable incentives [13] . It means that, if investors cannot be deeply involved in the project, they might require more rewards or returns but, if they can be intensely involved in it, they might require less rewards. This is attributed to community based benefits. Without the community benefits, crowdfunding loses one of its biggest advantages against traditional financing sources [6] [7] . In a case study of a French company, the authors found that the most important motivation for the investors to invest in crowdfunding was not to resell the shares and have return on their investment but to be part of the exciting adventure that is being part of an entrepreneurial project, they were motivated by the challenge and by the experience they could earn by participating in the venture. They were also searching for personal satisfaction and recognition. Some of the funders also specified that extending their network was a motivation to participate [4] . Some crowdfunding platforms and some companies that used crowdfunding to get financial resources, organize meetings for the investors so they can expand their professional network [7] . Although the product or profit are important for investors, a kind of donation can occur. Investors may finance the venture, without expecting any profit, only if they are still satisfied with all the community benefits they might enjoy [7] . Investors are more likely to invest when the community benefits are big, and less likely to invest when the community benefits are small.
3) To help
For some investors, mainly family and friends, and those that use donation based crowdfunding, one of the main motivations to invest is to help others [13] .
4) To support a cause
Those that believe the project will have an important impact and are according to their personal beliefs will invest without expecting material return [13] . This happens in very different areas of society. Political campaigns, funded through crowdfunding, are very good examples.
C. Which type of crowdfunding to use
It is important to know which kind of crowdfunding an entrepreneur should use to make a successful campaign, which also depends on some other important features beyond investor's motivations, such as information asymmetry and the amount to be funded.
1) Information asymmetry
The information asymmetry exist when the entrepreneur knows the quality of the product or the venture better than investors. When information asymmetry exists about the quality of the product, the consumers are not sure about the real quality of the product, making it harder for the entrepreneur to convince potential consumers. This means that information asymmetry related to the product tends to favour equity crowdfunding instead of reward based crowdfunding, since it is easier for the entrepreneur to convince the crowd to invest money when they want equity in the venture and might or not consume the product than when the reward is the product itself and the crowd is not entirely sure about its quality [7] . Information asymmetry regarding the entrepreneur, the financials and the potential of the venture to generate future cash flow are more important in an equity crowdfunding context, since in this type of crowdfunding a very important motivation of investors is to get future returns [14] . It is very important to understand that, when the stronger part of the venture is the product, the entrepreneur will be more successful using reward based crowdfunding. If the stronger characteristics of the venture are not related to the product itself but related with, as an example, future cash flow perspectives or potential market growth, then the entrepreneur might be more successful raising funds through equity crowdfunding.
2) Reward for small amount of funding and later stage of venture, equity for big amount and early stage
In reward based crowdfunding the entrepreneur creates a discrimination between investors and other consumers. When the need for capital increases, the entrepreneur must decrease the price of the rewards offered to attract more investors. This may turn the crowdfunding campaign unviable since the asked price for the rewards may have to be so low, in order to attract more investor, that the money collected might not be enough to cover the production costs of the rewards [6] [7] . Therefore, reward crowdfunding campaigns are better for smaller amounts. Equity crowdfunding, on the other hand, is not affected in the same way by the increase in the target amount [6] [7] . So, a reward based crowdfunding campaign is more likely to be successful when the total funding required is lower and equity crowdfunding when the required amount is higher. The level of funding should be understood according to the market size. Therefore, reward based crowdfunding happens more frequently in larger markets with a bigger customer base, which makes it easier to find consumers that might be interested in acquiring the product [7] .
Apart from the differences in terms of funding target, research shows that, the equity based crowdfunding model, is more appropriate for early stage ventures because they are uncertain by nature and because reward based crowdfunding usually requires the existence of a prototype [4] [7] .
D. Specific Success factors in crowdfunding campaigns 1) Quality signals
In crowdfunding, patterns of success are related to the quality of the project and, just like it happens with other kinds of financial instruments, the projects with good quality are identifiable to funders and get funding, while those projects with low quality do not get funding and the quality of the project determines its success [5] . According to some studies, the existence of a video in the crowdfunding campaign, the existence of updates, after three days of launching the campaign, and the inexistence of spelling mistakes, are signals of the quality of the campaign and of the preparedness of the entrepreneur. Those three signals are associated with the success of a crowdfunding campaign [5] [15] . Hence, crowdfunders are aware of the quality of the crowdfunding campaigns, supporting those with higher quality instead of the projects with low quality.
a) Video
The inexistence of a video reduces the probability of investment by 26% [5] . This result is supported by both, equity and reward crowdfunding platforms, which state that projects with video are more likely to succeed than those without [16] [17].
b) Updates
There is a positive and significant relation between higher levels of project support and the frequency of updates. As a result, successful projects have expressively more updates then unsuccessful projects. [15] The lack of early updates reduces the success chance of the campaign by 13% [5] .
c) Spelling mistakes
The existence of spelling mistakes can reduce the success' chances of a project by 13% [5] .
2) Entrepreneur's network size
Apart from the signals of quality, entrepreneur's network size is also important for the success of a campaign. The more friends in the social networks, the biggest is the chance of a project to succeed [15] [5].
3) Investment goal and campaign duration
Increasing the goal size and the duration of the campaign have a negative influence on the chances of success. The first conclusion is predictable since, the bigger the amount to be raised, the hardest it is to fund it, because the entrepreneur has to convince more people to invest money or to convince current investors to invest more [15] . The second conclusion is a surprise because one is automatically directed to think that, the longest the duration of a campaign, the better are the chances of success, since more people would be able to come across the campaign and invest on it. Nonetheless, such thing doesn't happen. Longer durations might be associated with lack of confidence and it influences negatively the success possibility of a crowdfunding campaign [15] .
4) Project's narrative, individual quality signals and internal social capital accumulated
The narrative in the project description, the individual quality signals such as gender, race and personal characteristics, and the internal social capital accumulated from supporting other projects, so the social contacts made within the platform, are positively correlated with success [15] [18].
5) Communication
To have a successful crowdfunding campaign, founders should efficiently communicate with Web 2.0 and to use their personal network as widely as possible for it, since the communication from people that belong to the network of the founder and believe in the project is more effective than formal communication [4] .
E. Signaling quality in Equity crowdfunding
It happens often that the main target of startups raising money, through equity crowdfunding, are small investors that do not have the necessary skills or time to deeply evaluate the real potential of the ventures. It is therefore crucial to clearly signal the value of the venture. For those ventures, it is essential to know which kind of signals lead investors to invest in certain projects instead of others. The way entrepreneurs signal to small investors is different than the way they do with bigger investors such as VC's, since the knowledge, experience and characteristics of these two types of investors are very different [14] . Since the quality of early stages startups cannot be easily observed directly, investors focus in observable characteristics that might be related to venture success. Funding success is influenced, positively, by signals of venture quality and negatively by the level of uncertainty, consequence of the information asymmetries. An effective signal of venture quality, that influence investment decision, has two crucial features, observability, that refers to how deep and clear the information is perceived by the investors, and signal cost, which refers to the potential costs that the signal might have and to its impact in the venture. An effective signal is one that, apart from being observable, is reasonable and do not offset its benefits [14] . The determinants of funding can be divided in two big parts, the venture quality, comprising human capital, social capital and intellectual capital, and the level of uncertainty, comprising equity share and financial projections [14] . A high offer of equity from the entrepreneur and the absence or the omission of important information about risks and the future outlook of the venture were negatively related to its success [14] . Therefore, to improve the chance of success of a campaign, the entrepreneur should provide more information about risks and about the future prospects. Also important is to define a balanced amount of equity to offer, not too small to make the investment undesirable, but not too big to make the investor feel a lack of commitment or confidence on the project. This two important success factors reduce information asymmetry and the level of uncertainty, increasing the desirability of the investment for the investors. Human capital, the academic experience of the entrepreneurial team, is positively related with the number of investors in the venture. A higher number of board member is positively related with both, the number of investors, and a higher funded amount. The inclusion of a proposed exit channel, as an explicit desired way to make money and redistribute it to the investors, and stating a short time horizon for that proposed exit, also helps to achieve a successful campaign.
III. RESEARCH APPROACH
Due to the lack of specific information about equity crowdfunding, an online survey was made to a sample largely composed by equity crowdfunding investors. The goal of the research was to understand if the motivations of reward crowdfunding investors were the same as the motivations of those investing in equity crowdfunding. Having both investors similar motivations, the data on how to create a successful crowdfunding campaign could be applied for both models, since the campaigns would be built to respond to the same needs and motivations, solving the problems resulting from the scarcity of data for equity crowdfunding.
The target of the survey can be divided in two groups. The participants that had already previous experience in crowdfunding and those that have never invested in crowdfunding. By asking those that have already invested in reward crowdfunding or equity crowdfunding, which were their motivations to do so and, by asking those that have never invested on it why haven't they done so, it is possible to have an overall idea about the motivations to invest or not in crowdfunding. To reach those people with experience was mainly used equity crowdfunding and reward crowdfunding platforms, mainly the platform "Seedrs", but also social networks, specifically through groups about crowdfunding. To reach those that have never used crowdfunding or equity crowdfunding, several social network platforms were used, mainly "Facebook" and "LinkedIn".
A. Sample characteristics
The survey is composed by 53 individuals, from 19 to 67 years old with, 71.7 % of them being males and 28.3% females. While 18.9% of the interviewees has a level of education correspondent to secondary education or lower, 81.2% have a level of education correspondent to a bachelor degree or higher. The majority of the respondents, 60.4%, has no professional experience involving dealing with financial instruments, while 22.6% currently have or had in the past a profession slightly connected with financial instruments and 17% of the respondents has or had a profession deeply involved with financial instruments. The value of the current assets of the respondents is deeply heterogenic, ranging from less than 10.000 Euros to superior than a million Euros. Nonetheless, the majority of respondents has less than 50.000 Euros in current assets, so it can be concluded that this sample is mainly composed by small investors. To assess the risk profile of the respondents, and when asked to choose one of the following portfolios: A) Profitability between 1% and 5%; B) Profitability between -5% and 15%; C) Profitability between -10% and 25%; the responses were very balanced, 31.4% of the respondents chose portfolio A, 35.3% chose portfolio B and 33.3% chose portfolio C.
IV. RESULTS

A. Deterrents to invest
Very important for the crowdfunding industry, as can be observed in Fig.1 , in particular the crowdfunding platforms but also for those that want to find investors for their projects, are the reasons stated for those that have never invested in crowdfunding not to have done so. A significant number of the respondents, 41.9%, stated that they don't know enough about the concept to invest or they are not aware of it at all, 22.6%. Lack of money, 25.8%, and lack of interest, 19.4%, are also important reasons. The idea that crowdfunding is too risky, 16.1%, the preference for safer investments, 19.4%, the distrust on the existing crowdfunding platforms, 12.9%, or the dissatisfaction with the current projects available, 9.7%, are also important factors. Less important factors are the access to crowdfunding platforms, the preference for investments with higher returns and the dislike of the concept. For equity crowdfunding the results observed in Fig. 2 are similar but slightly different. The percentage of those that are not aware of equity crowdfunding is 53.3%, while 20% knows the concept but not well enough to invest. Lack of money is also an important reason, 16.7%, and the difficulty of access to crowdfunding platforms was given as a reason by 20% of the respondents. Less important reasons are the lack of interest, the distrust of existing equity crowdfunding platforms and the dislike of the concept. To those that have never invested in equity crowdfunding, it was asked which would be the minimum annual return that would convince them to invest. The results show that 73% of the respondents specified a value between 5% and 30%. It is also important to notice that, 71.2% of the respondents, were not aware that the most recent data (even though there is not enough sufficient data for uncontroversial conclusions) shows that the average return on equity crowdfunding is 14.44 % (Seedrs, 2016) annually, while for savings is 0.77% (ECB, 2016). In fact, 47.8% of the respondents stated that, if they would have known that the average return on equity crowdfunding is 14.44 % annually, they would have invested in it, while 39.1% stated maybe. 
B. Motivations to invest
As Fig. 3 shows, the most important motivations to invest in crowdfunding is to follow an entrepreneurial journey since its beginning, 78.8%, followed by the access to innovative products, still not available in the market, 57.6%. Possible experience gains and to feel part of the entrepreneurial community, 36.4%, are also important factors, together with personal satisfaction, 30.3%, extending personal network, 18.2%, personal recognition, 12.1%, and the possibility to choose features of the product, 9.1%. For equity crowdfunding, as shown in Fig. 4 , the financial return, 77.4%, and to follow an entrepreneurial journey since its beginning, 67.7%, were the most important reasons for investment, followed by possible experience gains and to feel part of the entrepreneurial community, 38.7%. Personal satisfaction, 25.8%, extending personal network and to be part of the decision making, 16.1%, are also important motivations. Technology and Innovation (ICE/ITMC) 
V. FINDINGS
It is interesting to notice that, the majority of the respondents, has no professional experience involving dealing with financial instruments. This might be important for the discussion about whether or not investors in crowdfunding are investing in ventures with value, or even if they are making the right choices while being responsible in the allocation of their money, since they might lack experience dealing with financial instruments.
A. Deterrents to invest
The main reason given not to invest in crowdfunding or equity crowdfunding, is either the fact they don't know the concept, regarding equity crowdfunding, or the fact that they don't know enough about it, regarding crowdfunding in general. So it can be concluded that the biggest barrier to persuade more investors to use crowdfunding is the lack of awareness. This is especially important for equity crowdfunding since the minimum return expected, for those that have never invested in equity crowdfunding, to invest, is between 5% and 30%, and that the return on equity crowdfunding is in the middle of that interval. The majority of respondents would have invested in equity crowdfunding, or would have considered it, if they knew the number. This is a huge drawback for the industry that should make sure that, the returns achieved so far, are advertised. One other important aspect to take into account for equity crowdfunding, is the difficulty to access platforms. This is, very likely, due to the restrictions from governmental sources but also from platforms, which results in the existence of several equity crowdfunding platforms that are only open for accredited investors. Interesting fact is that crowdfunding is perceived as riskier than equity crowdfunding, It can be due to the stricter risk awareness policy employed by equity crowdfunding platforms or due to the fact that investors in equity crowdfunding have power to influence management decision and, therefore, have bigger control over the venture. For crowdfunding in general, some other issues are the quality of the platforms and projects, that might be due to the bigger size of the platforms and to the fewer restrictions to which projects can be available in the platforms, compared to the equity crowdfunding platforms. The perception of risk can be attributed, at least partially, to the distrust of how the creators of the campaigns will, in fact, use the money they will receive [13] .
B. Motivations to invest
Apart from the motivation to have exclusive access to innovative products and expected financial returns, respectively for reward based crowdfunding and equity crowdfunding, there are some intrinsic and extrinsic motivations that entrepreneurs should take into account when trying to create a successful campaign. The most important is that investors are keen to be part of the journey from its early beginning and that is one of the biggest motivations that startups looking for finance must attend and cannot neglect. To be successful, entrepreneurs looking for finance, should also have in mind and prepare a crowdfunding campaign that makes possible experience gains, personal satisfaction, possibilities for the investors to expand their networks and that makes them feel part of the entrepreneurial community. These results reinforce the importance of the community based benefits. Even though they are common to both models of crowdfunding, they differ depending on the model. While in reward based crowdfunding, community benefits are linked to the product development, in equity crowdfunding they are connected with the belonging of a group that is part of the entrepreneurial project. It is therefore safe to say that, while the extrinsic motivations are different, depending on the type of crowdfunding, the intrinsic motivations are the same. This is the most important conclusion from this work. The fact that the intrinsic motivations are the same for investors on both types of crowdfunding makes it possible to apply most of the data available for a successful reward crowdfunding campaign to an equity crowdfunding campaign, since campaigns for both types of crowdfunding answer the same needs and motivations.
C. Limitations
There are some limitations in this survey and its results. First of all, it is a small and limited sample. Apart from the small number of respondents, the sample is composed mainly by investors using the equity crowdfunding platform Seedrs. There might be differences in the motivations of investors between different platforms. Furthermore, the sample is mainly composed by small investors. This raises the issue about the possible differences between small and big investors in their motivations to invest. Also the importance that some specific success factors have for the investment decision of each type of investor is important. Additionally, the geographical location of the respondents is also limited and there might be differences on the motivations to invest in crowdfunding, depending on the geographical location of the investor.
Second, there might be a difference between the stated answers and the real motivations. This might happen due to the need people have to perceive their inner self as consistent and good, to be part of group membership and to form and maintaining interpersonal relationships [19] . This raises one concern, the possibility that the respondents might have reduced the weight of their financial motivations and exaggerated their intrinsic motivations. However, the fact that the survey was completely anonymous is likely to have limited this potential bias.
A third limitation is associated to the way the questions were made. By using a limited choice multi answer format, instead of an open question format, in order to understand the results in a clearer way, there might have been some possible motivations that were left out of the available choices, among those that the respondents could choose. Nevertheless, the options available were chosen having in consideration previous academic research and the information available by the platforms and, consequently, there is a scientific and a practical reasoning behind the choices.
A fourth limitation is regarding the lack of data available, mainly, on equity crowdfunding. This limits the results of the survey, since it makes impossible to use data that has already been studied. As an example, the returns and exits on equity crowdfunding are still very few, so it is hard to assess the average return that this type of investment provides. For the survey, the return on investment rate used, was the one provided by Seedrs and that was reviewed by Ernst & Young, which considers that the portfolio valuation policy adopted by Seedrs is according to the industry standard, international private equity and venture capital valuation (IPEV) guidelines.
VI. CONCLUSION
Due to crowdfunding, it is now possible for companies, organizations and individuals to raise money using a less costly and easier approach, than those available before. This paper had the purpose to collect disperse information and to be a guide that helps, those looking to raise finance through equity and reward crowdfunding, to succeed. Due to the lack of data for equity crowdfunding it was studied whether the motivations of investors in the reward model were similar to the investors in the equity model. The data shows that, while the extrinsic motivation is different, the intrinsic motivations are similar. With similar motivations it is possible to apply the data available regarding the reward model to the equity one, since both campaign can be design to answer the same needs and motivations.
Crowdfunding democratized the access to investment but despite its growth, too many campaigns fail. In several cases, due to the ignorance of the entrepreneur about the success factors of a crowdfunding campaign. It was therefore necessary to summarize the available information to facilitate the work of those that choose crowdfunding to finance their ventures, mainly those using reward and equity crowdfunding. With some limitations, this paper can be an important guideline for those seeking to use crowdfunding, either as investors, entrepreneurs or academics.
A. Future research
Despite crowdfunding growing importance, several questions still need to be answered about it. The focus on crowdfunding studies was initially around the concept, the discussion about what is crowdfunding, its dynamics and boundaries, and more recently on the success factors of a crowdfunding campaign. The main gap concerning crowdfunding studies nowadays is related to the underlying motivations of the investors. Not only the reasons why they invest in some campaigns instead of others but mainly which are the reasons why some factors of success have bigger influence in the decision making process than others. It is necessary to investigate deeper and understand more about the psychology of crowdfunding.
Which are the mental constructions that influence the investment decisions? Why is a video very important for a successful campaign? Is it because it shows quality or professionalism to the investors? Is it important because investors are easily persuaded by a video introduction of the team and the project than a written one? Why are some personal characteristics of the entrepreneur important for the success of the campaign? Is it because some personal characteristics signal more trust, experience or dedication than others? Does gender, age, religion or other demographic characteristics matter? If yes, how? This can be applied to all the success factors of a crowdfunding campaign, such as the narrative, the updates, etc. There are other aspects, apart from the crowdfunding specific success factors, which would benefit from a deeper understanding of the crowdfunding's psychology, such as the importance and weight of other cognitive processes or heuristics that can influence the dynamics of crowdfunding. For example, how important is motivated reasoning, when investors have to choose in which projects to invest their money? Which influence has the wisdom of the crowds in the funding cycle of a crowdfunding campaign? In this particular aspect there are some contradictions in the literature. Some authors wrote that when the group identification is weak, just like in crowdfunding, the individuals decide to pursue a group goal. If they believe the goal is worthwhile, the fact that other people have already supported a certain crowdfunding campaign, works as a validation for new potential backers. [20] But contrary to some author suggest that, after the goal is achieved, backers tend to stop to contribute to the venture, since the success of it has already been achieved [18] . This raises some questions. Why would new investors not invest in a campaign that was already validated by other investors? One might believe that overfunding is a sign of validation of the project and would, therefore, attract even more costumers. It is important to clarify if overfunding is a deterrent or an incentive for the investor. Also important are the differences between equity and reward based crowdfunding. Even though there are already some studies, several issues are still unclear, mainly related to the specific success factors. Not only about which are they, but also about their importance in each type of crowdfunding. Is there a better time for a venture to search for funding using equity crowdfunding and a different time for reward? Literature states that equity crowdfunding is better for early stages, since it is costly to build a prototype. Is it still true nowadays, when technological developments allow the creation of prototypes with much smaller costs? Other important topic are the differences between investors in both types. Are there differences in the profile of the investors that use reward crowdfunding and equity crowdfunding? If yes, which are the differences between them? Are there relevant profile differences between investors of different platforms of the same kind of crowdfunding? Moreover, it is necessary to understand better from which investment amount is an investor considered small or big and if it should be a relative or absolute value, also if there are important differences between them. Do they have the same motivations? Further research should also focus on the characteristics and success of crowdfunding campaigns and how can investors use it to be more successful. For example, how can investor and entrepreneurs use better information asymmetry to achieve their goals? The same applies to the community base benefits. How can entrepreneurs and investors use better community based benefits to achieve their goals? How can they use them to create value? Are the signals of quality of a campaign, such as a video, updates, etc., equal to a campaign with quality? There are some questions regarding whether or not good ventures are not being funded because of a bad designed campaign or if bad ventures are being funded due to a very well organized and advertised campaign. Literature states that crowdfunding investors are rational when investing but until which point can they distinguish between the quality of the venture and the quality of the campaign? Relating to the platforms, it would be important to discover why do some investors perceive it as difficult to access equity crowdfunding platforms. Is it too bureaucratic to create an account? Is it because in some countries it is only accessible to high network investor? Is it due to legal reasons? If yes, which? And how can they be solved? Which laws can be developed to make the access and use of crowdfunding more widespread and democratic? How can policy makers protect those that invest through crowdfunding? How to regulate equity crowdfunding secondary markets? What will happen when industry matures? It there still space to grow? There are several questions to be answered and as crowdfunding matures and evolve, even more will arise.
